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PENGARUH AKTIVITAS PEMASARAN DALAM MEDIA SOSIAL 
INSTAGRAM TERHADAP MINAT BELI PELANGGAN LAWLESS 
BURGERBAR 
Oleh : Laras Milyarti 
Masuknya Virus Covid-19 di Indonesia berdampak terhadap beberapa bidang industri, salah satunya 
bisnis restoran. Untuk menghadapi kondisi tersebut, Lawless Burgerbar memanfaatkan penggunaan 
media sosial Instagram sebagai aktivitas pemasaran. Konten Instagram Lawless Burgerbar digunakan 
untuk memenuhi kebutuhan informasi para pengikutnya sehingga diharapkan dapat berdampak untuk 
meningkatkan minat beli pelanggan Lawless Burgerbar. Konten media sosial Instagram dijadikan 
sebagai sebuah penyajian informasi kepada para pelanggan. Instagram dapat dijadikan sebagai salah 
satu alternatif baru sebgai media pemasaran dalam melancarkan bisnis, dengan menumbuhkan minat 
pelanggan melalui konten – konten informatif dan menarik. Penelitian ini bertujuan untuk mengetahui 
apakah terdapat pengaruh antara aktivitas pemasaran dalam media sosial Instagram dengan minat beli 
pelanggan Lawless Burgerbar dan seberapa besar pengaruh tersebut. Dalam penelitian ini menerapkan 
teori Komunikasi Pemasaran, konsep media sosial Instagram, Social Media Marketing, dan teori Minat 
Beli. Penelitian ini menggunakan jenis dan sifat penelitian kuantitatif eksplanatif dengan variabel 
aktivitas pemasaran media sosial Instagram (X) dan minat beli pelanggan Lawless Burgerbar (Y). 
Penyebaran kuesioner kepada pengikut Instagram @lawless.burgerbar, response dilakukan dengan 
teknik purposive sampling. Hasil akhir penelitian ini adalah adanya pengaruh aktivitas pemasaran 
media sosial Instagram terhadap minat beli pelanggan Lawless Burgerbar sebesar 45.8% dengan 
dimensi clear pada variabel aktivitas pemasaran dalam media sosial Instagram memiliki pengaruh 
paling besar terhadap variabel minat beli dan sisanya dipengaruhi oleh faktor – faktor di luar penelitian 
ini. 





THE IMPACT OF MARKETING ACTIVITY ON INSTAGRAM AS A 
SOCIAL MEDIA TOWARDS LAWLESS BURGERBAR’S CUSTOMER 
BUYING INTEREST 
 
By : Laras Milyarti 
 
The entry of Covid-19 Virus in Indonesia has an impact on several industrial fields, include 
restaurants. To survive with these conditions, Lawless Burgerbar utilizes use of social media 
Instagram as a marketing activity. Lawless Burgerbar’s Instagram content is used to fulfill the 
information needs of its followers so that it is expected to have an impact on increasing by the buying 
interest of Lawless Burgerbar’s customers. Instagram social media content is used as a presentation of 
information to cutomers. Instagram can be used as a new alternative as a marketing medium in 
launching business, by growing cutomer interest through informative and interesting content. This 
research has been made in order to find out whether marketing activity on Instagram as a social 
media are efficacious enough to influence consumer’s buying interest, and to figure out how huge that 
influence may be. A few examples of the referred concepts that were used were Marketing 
Communication theory, Instagram social media, social media marketing and consumer buying 
interest. This research was mainly focused on the quantitative-explanative characteristics and nature 
of consumers by using surveys. The sampling technique which used in this research is purposive 
sampling. The final result of this research is the impact of Instagram as a social media towards 
Lawless Burgerbar’s costumer buying interest, which was up to 45.8%. with the clear dimention on the 
marketing activity on Instagram as a social media variable had the biggest influence to buying interest 
variable and the rest were influenced by many other factors that not be inspected in this research. 
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